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SOME 


Business Men 


are sO anxious to 


Save Time 


that they give little personal atten- 


tion to their Newspaper Advertising. 


OTHERS 


(thinking only of the Nominal Cost), 


Spend lime 
on it at the expense of things they better 


understand. While many wise advertisers 


save both time and money, by securing 
R IGH MEDIUMS, 
PRICES, 
R | G H i ADVERTISEMENTS, 
SERVICE from 


. W. AYER & SON, 
ewspaper Advertising Agents. 
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COR BBATTLE, BOSTON, MAS». 


MURRAY ce 
‘Mason & & Hamline 


Advertisements Clipped 





from the 


Atlantic Coast Lists. 


The men represented above have all passed beyond the costly experimental stage. | 
know by experience how best to reach a desirable class of readers, 

If it pays these advertisers to use the » wou 
be shrewd business for YOY to profit by their experience NOW, instead of spe: 
money and time in an unsuccessful attempt to find some other means of accomplishing 
same result? You advertise because you know successes have been made by advertis 
Why not carry the imitation further, and advertise where the most successful men do? 

Send us a copy of your advertisement, and we will show what we can do as reg 
putting you in communication with nearly N Pp P outs 
large cities. Catalogues and estimates free. 

NEW YORK NEWSPAPER UNION, 
134 Leonard St., New York. 





» 
“For half a cent a line your papers are the cheapest and the best 
published,” —ALDEN & FAXON, Advertising Agents, Cincinnati, 0. 
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IV. NEW YORK, 


. SPECIALTIES SELL STAPLES. 
By re > Teele. 


lhe spirit and method which char- 
wcterize an election or political contest 
fford a good hint for an advertiser. 

Campaigns are fought out on issues 

ive ones, too. 

\ campaign without an issue is 
spiritless, dull and without importance. 

A candidate, when he asks for sup- 
port, bases his claims upon reasons, 
either good, or alleged to be good. 

He does not usually have an easy 
victory, either. There is need for him 


to bring arguments, and forcible ones, 
Strong statements, bright, inter- 


esting talk and brilliant hits character- 
his warfare for votes. At allevents 
you are not in the dark as to what he 
nks about himself, or his party—he 
advertises boldly. Why not try the 
same tactics in advertising business ? 
Have an issue, have some special 
irticle that will bear talking of, and 
ich ought to sell if known, and let 
hat article be your text for the day’s 
advertising. 
I mean this in plain words : 
leaders "’ every day. 
Even if you have a whole storeful of 
ew and salable goods, don’t try to 
resent an inventory of the whole in 
every advertisement. No one wants to 
buy a dozen articles—seldom more than 
atatime. Good advertising con- 
sists in the selection of a few strong, 
juick-selling specialties, to stand as the 
resentatives of your stock, in price, 
quality and pattern. Just as you select 
e smart, active man from every 160,- 
00 of the people, and send him to 
igress aS your representative, so 
ose a good thing to represent the 
, and talk about that article. Put 
your whole energy and force into a 
rong argument why that should be 
very reader's hands; try to talk as 
igh that article was your entire 
k. You will find it will draw more 


Have 


one 
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people to your store than the mere 
mention of a thousand articles. If you 
have sufficient space, two or three lead- 
ers can be put out at once, but seldom 
more than that in an ordinary adver- 
tisement. Each day take a new article, 
and treat it in like manner, and you 
will soon find that your leaders will be 
town talk. 

If you are a grocer, it won't be 
necessary to say that you keep all 
kinds of groceries, and itemize them. 
If you are an ordinary dealer, the pub- 
lic know that without telling. But 
should you have a new brand of pickles 
that is especially desirable, confine your 
advertisement to pickles for the day. 

No tradesman need lack for a spe- 
cialty. If it is a good article, it will 
pay to push; and if it sells, the staples 
will sell with it. 

Let specialties sell staples always, 
and try to take rank among your com- 
petitors as the one who is the quickest 
to recognize a good thing and the first 
to sell it. 

Don't be classed as ‘‘ that funny 
merchant who still sells the lamp that 
was best before the ‘ Pittsburgh’ came 
out.” Nobody wants second best 
goods. Nobody reads back numbers. 
Nobody cares to trade at slow stores. 

Let your advertising reflect the 
policy of your store. Be a leader in 
all things. 

The old-fashioned circular seems to 
have given place to the ‘‘ primer,” or 
little book. The same amount of mat- 
ter that formerly was crowded into a 
two or four-page circular in the form 
of a letter sheet, is now gotten up in 
small book form. 

The advertising matter is confined 
to the inner leaves, which are usually 
of white or cream tinted paper, and 
the covers are of darker, heavier paper, 
often in rough effects. There may be 
four, eight, twelve, sixteen or as many 
pages as are necessary to contain the 
required matter. The page size is 
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small, usually not over 314 by 4 inches, 
and liberal margins are allowed, to 
afford a contrast to the type. 

They are neatly printed, and are 
certain to receive dignified and con- 
siderate attention from the recipi- 
ent. 

They are greatly used in the large 
department stores, being scattered all 
through the establishment in little 
baskets on counters, easy to reach. 

Customers pick them up while pur- 
chasing other goods, often being in that 
manner reminded of articles needed, 
which perhaps they otherwise would 
not have bought. 

To help sell specialties and new lines 
of goods they are invaluable. Mer- 
chants frequently secure effective dis- 
tribution by having one of every kind 
wrapped up in parcels and sent to the 
homes of their customers. ‘Their cost 
is not excessive; in lots of 25,000, a 
12-page booklet of ordinary size, with 
neat cover, will cost about $5.00 per 
thousand, 


+2. 


STRAY SHOTS. 
By Artemas Ward. 


‘Licked but satisfied.” There is 
something healthy in that feeling, when 
a man can rise up to it after the disas- 
ter. Every honest worker should feel 
it; if he has done his best and comes 
out worsted he has learned a lesson, 
and the wisdom which realizes that the 
lesson is learned, and that it was worth 
at least part of the effort to have se- 
cured a final and positive verdict on 
the question, is a healthy and admira- 
ble trait of character, The peevish 
complaints of men who have been de- 
feated in their efforts betray a little 
mind and still less manhood. Manya 
great man has suffered defeat, many a 
general has been overthrown in some 
of his campaigns. Men rush into the 
advertising field without preparation, 
relying solely on their presumption and 
their purses. Nine times out of ten 
they come to grief; thereupon they 
blame the newspapers, their represent- 
atives, advertising generally, the pub- 
lic at large—every one but themselves. 
They have neither the manliness nor 
the common sense to see and admit that 
the fault lies largely in their own con- 
ceit. If to them should come the calm 
afterthought of ‘*‘ licked but satisfied,” 
they might gather themselves together, 
and after employing proper aids and 
finding out proper methods, enter the 
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field armed with an experience dea: 
bought. Then they might win. 
* * * 2 


The circulation liar has had his in 
ing and his share of abuse. ‘Th 
article will waste but little time on hi 
except in humor. Let us leave t 
‘*chestnuts” and take a few 
shots 


* str 


” at the squirrels, 
* * “ 


* 


What is circulation worth, and ho 
shall it be increased? A_ weight 
problem! When the circulation 
still in the future, the publisher desir: 
it at any cost. When it has been « 
tained he, often begrudges th: 
commission expense entailed 
securing it. Human nature ( 
same whether in publisher or adver 
tiser. Go to the publisher of a thr 
dollar journal and tell him that y 
will add one thousand subscribers t 
his list if he pays you $3,000, and 
will probably laugh the proposition t 
scorn. Ask him if he has ten th 
sand subscribers. If he replies affirma 
tively, offer him $30,000 for his pa 
per and he will consider it an insult 
It is the same folly which befalls tl 
advertiser. Offer to increase his busi 
ness 20 per cent by the expenditure of 
$100,000 and he will decline the prop: 
sition. Offer him $500,000 for the 
entire business, which would th 
exact equivalent, and he will think y: 
are making game of him. 

¥ * * * 


too, 
or 


1s 


be 
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Philadelphia furnished a funny il! 
tration of this theory in days gone 
Swain, the son of the original owner 
the Public Ledger, started the 7 
Record. One Lloy d, a map publish« 
a brilliant but irregular genius, offer 
to increase the circulation of the pap: 
to 100,000 copies on condition that 
Swain should pay him $1.40 for ea 
subscriber, or $140,000 out of | 
$300,000, which would result. It 
said that Swain signed the contract | 
lieving firmly that Lloyd could ney 
execute it. That energetic individ 
however, put hundreds of canvass 
into the work, distributed perso: 
circulars abusing Geo. W. Childs ar 
his purchase of the Ledger under | 
door of every residence of Philadel; 
on Saturday night. The followi! 
Monday those active canvassers r 
every door-bell in the city, and, exp! 
ing the merits of the new paper, offer 
each householder a large wall maj 
the United States and another of |! 
estine, mounted on muslin with ro! 
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ind varnished, on condition that they 
would subscribe for the Pubic Record. 
lhe expenses of this work he covered 
by an agreement which he had with 
Swain to furnish part of the $1.40 per 
name to pay canvassers’ actual salar- 


Within ninety days—l believe 
within sixty—he had reached 37,000 
names. Instead of being delighted, 
Swain watched for an opportunity and 
‘‘ tripped him up,” when he drew $500 
ind did not use the entire sum to pay 
canvassers’ wages, although, at the rate 
{ his contract, thousands of dollars 
id been earned which would be pay- 
ible to him on the completion of the 
work, The circulation of the Record 
ran rapidly down, and I doubt if it 
mounted to 10,000 copies when 
William M. Singerly purchased it and 
it it on a practical, solid foundation, 
the first step of which was calling it the 
Record instead of the Public Record. 
¥ x & * 


1es. 


Mr. Chandler, ‘of the Christian Union, 
devised and copyrighted, I think, a very 
neat device for increasing the circula- 
tion of papers. In experimenting with 
t he had occasion to test whether the 
striking or commonplace method was 
the best. He reports that the common- 
place method took a very retired seat. 

oiiliintanaines 

BETTER PRINTERS WANTED. 

By J. F. Place. 

I suppose most advertisement writers 
have experienced the same difficulty 
that I have in getting advertisements 
set up in type exactly as wanted. 

I have frequently evolved an idea as 
to an advertisement and put it on pa- 
per. To get a printer to set it up just 
as in my mind I saw it should be has 
been almost an impossibility, and at 
four different printing offices I am, I 
know, regarded as a first-class crank. 

Not long ago, after repeated failures 
to get a proof that suited me from one 
of the most prominent advertising 

gencies in New York, I begged to be 
allowed to get at the printer in person, 
so that my directions would not get 
ldled in passing through so many 
middle-men.” When I got at him 
| found a man not only utterly devoid 
of artistic taste, but one entirely 
ynorant of the first rules which should 
govern in setting up advertisement 
copy, namely: (a) A knowledge of 
the proper width of column required 
for the electrotype ; (4) utilization of 
space; (c) the selection ef only the 
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clearest fonts of type and the newest 
letters. 

Here was one of the largest printing 
establishments in New York, with im- 
mense quantities of type, but having 
only one old font of agate size, without 
even an italic or full-face letter to 
match, and with the crudest specimen 
of a beery printer, without brains, in- 
effectually trying to grasp at my idea. 
It is hardiy necessary to add that I 
wrestled no longer with the problem in 
that direction, but took the copy and 
my ideas back to the office of more 
modest pretensions, where the foreman 
is better acquainted with my “* cranky ” 
wants, and had the body of the adver- 
tisement set in nonpareil old style. 
This was not entirely satisfactory, as I 
preferred agate, but otherwise I was 
pleased with the job, for I succeeded 
in impressing the printer with some 
idea of what I wanted, which I found 
it impossible to do at the larger estab- 
lishment. It may not be generally 
known, yet I think it is near the truth, 
that agate, the popular newspaper 
type all over the country and the unit 
of measure of advertising space by 
nineteen-twentieths of all the daily 
newspapers and magazines, is not to 
be found in half adozen job printing 
offices in all this great city. 1 believe 
I can speak by the book, for I have 
been into fully fifty printing offices in 
search of agate type, and have found 
it in only four, and in most of those 
the fonts are so old and worn as to be 
unfit to make an electrotype plate 
from, 

o> 


THE BARGAIN HUNTER IN AD- 
VERTISING. 
By S. F. Leith. 

Retailers and merchants of all kinds 
may talk as much as they please about 
being imposed upon by shoppers who 
make a practice of going from one 
store to another in quest of bargains, 
but it is doubtful it any of them are 
more burdened with these individuals 
than advertising agents are by small, 
unbusiness-like men seeking for bar- 
gains in advertising. 

Innumerable are the cases where 
men wanting to advertise in a small 
number of papers go to an agent, and, 
after taking up considerable of his time 
in explaining what is wanted, getting a 
list of papers with prices and other de- 
sired imformation, decide that they are 
not quite ready to place the order, and, 
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with a promise to think the matter over 
or to submit the same to the partners, 
committees, trustees or directors, and 
let the agent hear from them later, 
leave the office witha firm intention of 
going to every other agent with the 
same question and, if possible, getting 
a price at which each will do the work. 
Having finished their rounds for in- 
formation, they compare the different 
estimates, and, selecting the lowest bid- 
der for each paper, visit them again to 
place the order, with the very much 
worn and venerable story, ‘* We have 
decided to try this small amount as a 
start, and if this brings good results we 
will use the rest of the list.”” ‘Thus, 
out of an estimate furnished for fifty 
papers, the agent gets an order for 
perhaps five or ten papers—in more 
cases less than that number—upon 
which he has been lucky or unlucky 
enough to be the lowest bidder. 

In nine cases out of ten the differ- 
ence between the amount finally paid 
and that asked by the first agent vis- 
ited will not amount to five per cent of 
the whole order. Yet this bargain 
fiend will bother half a dozen agencies 
with small orders on which there is no 


profit, besides wasting his own time 
to an unlimited amount in securing the 
different figures. 

If half the time devoted to securing 


what the uneducated advertiser thinks 
bargains were given to the construction 
and displaying of the advertisement 
itself, the profits realized would be far 
greater and much valuable time saved 
by advertiser and agent. 

It is to be hoped that the day is not 
far distant when advertising agents will 
awaken to the fact that they are just as 
much entitled to be paid for interviews 
and information thus given as lawyers 
and doctors are for the time they de- 
vote to their patients. The adoption 
of this resolution by advertising agents 
would not only serve to elevate them 
in the opinion of their customers, but 
would surely be a great and much 
needed step in the direction of sup- 
pressing the unprofitable, time-wasting 
bargain seeker who, if compelled to 
pay a reasonable fee for the advice he 
seeks, would not burden half a dozen 
with orders which would scarcely yield 
a profit if given wholly to one. 

— +o 

AnD when I cannot get a dinner 
to suit my taste, I endeavor to geta 
taste to suit my dinner.— Washington 
Irving. 
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ELECTROTYPES FOR ADVER- 
TISERS. 
By W.. W. Pasko. 


A great deal of trouble is frequent], 
saved a business man by having hi 
advertisements electrotyped, especial 
if they are to go in the smaller a 
cheaper newspapers, where - skillf 
printers are less common than on tl 
great dailies. It is very aggravating t 
have letters drop off the ends of linc 
to see the characters turned around 
to find some bad typographical error 
one of the sentences. All these n 
haps can be avoided by the use 
electrotypes; but they are costly in t 
beginning, and they practically prev 
a change of the advertisement at fre 
quent intervals, as new electrotyp 
must be sent. 

There are a number of kinds of st 
eotypes, of which electrotypes mal 
one of the forms. Formerly all 
work was done by stereotyping prope 
which is simply casting type metal into 
a mould, as iron is cast. Stereotype 
could not, however, take as sharp 
impression of cuts as electroty] 
when they came in, and they w 
very liable to break on the press 
they had more antimony and less 
and lead than electrotypes. Gradu 
stereotyping by the plaster process 
discontinued, and the only kind w! 
remained was that with papier-ma 
Large advertisements 
made permanent in this way, whic! 
the cheapest of all kinds. A newsp 
per like the /ron Age might find 
worth while to adopt this plan wit! 
page or half-page in which there 
no cut. Celluloid is also used. Int 
the material is heated, and softens 
der pressure. It forms a light, tl 
plate, which can be sent by mai 
indestructible except by burning, 
can be securely fastened to a base 
am told by Mr. J. S. Bridges, an ex 
lent printer in Baltimore, who has 
much experience with it in neat wi 
that it answers very well indeed. 
stereotypes must be mounted on a | 
Type is 92-100ths of an inch high, 
the stereotype varies from a sixtee! 
to a fifth of an inch. Consequet 
the base must be that much lower t 
the type, so that the plate can be t 
on the top. Celluloid is liable t 
peculiar accident. If a spark of 
lights on it, it immediately ignites 
burns till it is destroyed. It car 
be put out by ordinary means. 


are sometin 
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The bulk of the work is now done 
y electrotyping. In this the type is 
into wax, dusted over with 
umbago. This is placed in a bat- 
ry, and a thin film of copper is de- 
sited upon the wax, following all 
e hollows or projections. In a few 
irs it is as thick as a sheet of paper, 
nd is then taken out; an amalgam is 
wed on the back, and then a soft 
ype metal poured over it till it comes 
it a quarter or a fifth of an inch thick. 
he back may be untrue, and it is 
aned and shaved till it becomes per- 
ctly square and even and about the 
venth of an inch in thickness. It is 
en fastened upon mahogany blocks 
nails or screws. 
Che smallest price that an electrotype 
| cost in New York is fifteen cents, 
| that price will be charged for one 
1 inch square, as well as for one hav- 
g four square inches. Larger elec- 
types must pay at least two cents a 
iare inch. 
[hey are sometimes asked for on 
lid bases, particularly in cases when 
ey are only three or four nonpareil 
ies in depth. It would be difficult 
secure such advertisements upon a 
oden base. Another plan is to have 
n arched base, the block of metal 
n resting upon the twoends. The 
eapest that the latter can be done 
in New York is four cents a square 
1, but of course it must be of a cer- 
tain magnitude to entitle the buyer to 
eive this rate. The advantages that 
metai base has are that it is not 
ffected by moisture and always 
lid and firm. Printers like them, 
ile they detest those that have a 
voden base. After being used fora 
ne they swell unequally, and some- 
times have to be taken out an 
mmed. They get higher, and they 
ome crooked at the sides. 
When an advertiser wishes to get a 
imber of small blocks done to senx 
t, his best plan is to go to some good 
rinter and have the copy carefully set 
then changing it until it suits him. 
Of course the printer will charge for 
is extra time, but it is money well 
vested. When it is done, have sev- 
ral duplicates set up, so that a num- 
r of moulds can be made at once. 
lf, however, there are to be not more 
in fifty, one is sufficient. The plate 
ould be thick. It gives much more 
curity, and it increases the probabii- 
ty of long wear. 
Places should be left where nails can 
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be driven in. These should be long. 
The plate has a continual tendency to 
work away from its base. Every time 
the cylinder passes over it a heavy blow 
is struck, and in a few weeks or months 
it becomes sometimes can 
be advantageously reblocked. Another 
plan is to have the metal of the plate 
pass through holes on the block down 
to its With some plates, espe- 
cially those of half-tone pictures, there 
s no place to put a nail, and these 
must consequently be inserted at the 
top or bottom, where metal has pur- 
posely been left. Such ones are never 
very secure. Years ago, when stereo- 
typing was the rule, plates frequently 
were broken and pieces fell on other 
parts of the form and the 
type. The soft and tough electrotype 
plates, however, do not do this. 

Large electrotypes can be procured 
for a cent and a half a square inch, 
and sometimes for less; papier-mache 
stereotypes for twenty or twenty-five 
per cent less. I do not know what 
celluloid plates are worth. 

Electrotypers sometimes deceive 
those who give orders to them by 
making very thin shells, as the electro- 
type part is called, and using metal for 
the backing which has hardly a trace 
of anything in it except lead. The 
latter metal costs five or six cents a 
pound, while the tin and antimony are 
worth four or five times as much. The 
thicker the film of copper is the more 
valuable the plate. The base, with 
cheap electrotypers, is frequently some 
very poor, common wood, and if the 
metal is held to it by cheap nails the 
electrotyper can very easily underbid 
his neighbor, because his work is less 
expensive. 

Electrotypes cannot depended 
upon to do more than a couple of hun- 
dred thousand impressions on most 
work, and not over that on 
anything. 
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A MAJORITY of the railroad com- 
panies of the country are doing away 
with the old system of advertising by 
means of posters, cards and other such 
means, and are advertising more heavily 
in newspapers than ever before. . 
ral companies have tried the experiment, 
and are well satisfied with the results 
of newspaper advertising. Several of 
the large railroad corporations of the 
conntry will confine their advertising 
business for the present year to news- 
papers.— Saginaw (Mich.) Herald. 


Seve- 
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SOME WAYS OF ADVERTISING. 


When an American citizen wakes in 
the morning he pulls from under his 
pillow a watch, on the cases and works 
of which appear the advertisements of 
the makers, Learning by the timepiece 
that it is his hour for rising, he throws 
back the blankets stamped with the im- 
print of the manufacturer, and per- 
forms his ablutions by aid of a cake of 
soap bearing the dealer's name. He 
then dons underwear, linen, trousers, 
vest, coat and shoes similarly labeled, 
and sits down to a breakfast served on 
dishes and eaten with cutlery decorated 
in like manner, After that he adds to 
his attire hat, gloves and overcoat that 
tel! their origin by means of printed 
tabs, and goes forth to business well 
dressed in every respect, and yet—a 
walking advertisement. The cigarette 
he smokes as he strides officeward is 
adorned with the vendor's address, and 
the crackers or bread he munches with 
his sherry or coffee at luncheon bear the 
baker’strade-markorname. He reaches 
home at night and is welcomed by a 
smiling and triumphant wife, who ex- 
plains that she has just returned from a 
satisfactory shopping expedition which 
she was induced to make by reason of 
announcements of ‘* bargains”’ at vari- 
ous stores published in the papers. 

Emphatically this is an age both of 
competition and of advertising, and in 
the forward rush to success only the 
shrewdest and best can be counted on 
to win the great prizes of commerce. 
The merchant must have good goods, 
and he mustn't hesitate to let people 
know of them. A thousand avenues 
are open for the exercise of his ingenu- 
ity. He may send out handbills; he 
may hire ‘‘sandwich men’’— people 
who perambulate the streets with their 
breasts and backs adorned with the 
placards of their employers; he may 
decorate fences and walls with posters, 
hang signs in street cars, or fill the 
windows of his shop with attractive 
displays, but if he desires to get ‘* good 
value”’ ior his money he will place his 
largest investment in printers’ ink. 
Where any other device attracts ten, 
the judiciously worded, neatly arranged 
newspaper advertisement will receive 
the attention of a hundred. 

Here are a few of the oddities from 
time totime given to the public through 
the medium of the types: 

A converted burglar will break the 
doors of hell with a gospel jimmy. 
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The liquor I offer is not particular 
good, but as good as most of th 
whiskey sold in this neighborhood. 

A laundress will take pay in lesso: 
on the guitar and board on washing 
days. 

Should sorrow o'er thy brow 
Its darkened shadows fling, 
Go buy a hat of Dow, 
You'll find it just the thing. 

Not to pile up the agony of elo- 
quence, we state with great confidenc« 
that ladies attired in our new style of 
spring and summer goods will find t 
effect so rejuvenating that all the car 
incident to domestic life will be 
blithesome as kissing the dew from t! 
roses of beauty that bloom in pere: 
nial fragrance in the Elysian fields 
ecstatic love. 

Auctioneering of the loudest kir 
interwoven with ventriloquism. 

An editor wanted who can pleas: 
everybody; also a foreman who can s 
arrange the paper as to allow ever 
man’s ad. to head the column. 

The London Standard some tin 
ago criticised a new poet strongly, say- 
ing among other things: ‘‘ And this ex 
traordinary production Mr. mod 
estly conceives to be equal to Goethe 
The poet’s publisher turned the tabk 
by inserting among the favorable com 
ments on the book printed in his news- 
paper advertisement the following: 

_ Extraordinary production * * * equal t 
Goethe.— London Standard. 

The extensive advertiser is famou 
where the philosopher, the warrior at 
the writer are never heard of. His ar 
nouncements fill the columns of th: 
local press, are displayed on the fenc: 
and barns along the country roads 
meet the eye of the tourist to Lookout 
Mountain, the Mammoth Cave, Y« 
semite, Yellowstone Park or the 
sades of the Hudson, and are familiar 
to the humblest villager or the inha! 
itant of the most isolated farmhous: 
Indeed, there is more sense than poetry) 
in the following verses, which first sav 
the light half a century ago: 

First see the editor, 
When he’s provided for, 
Go forth in haste 
With bills and paste ; 
Proclaim to all creation 
That men are wise 
Who advertise 
In this our generation, 

On the opening night of a new pla 
at Drury Lane Theatre, London, re- 
cently, the proprietor advertised for ar 
secured twelve bald-headed men to si! 
in the third row of stalls. Each r 


io] 
al 
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seived his admission, a guinea and a 
iress suit. In return he allowed a 
etter to be painted on his bare pate, so 
that when all the dozen were in line the 
ielighted audience could spell this man- 
igerial assertion : 


Che 

1ightly display of fireworks. Rockets 
were sent up which threw out in words 
of flame the title of the play and the 
names of the leading actors. 

The above are a few of the novel and 
amusing features developed by the 
(Anglo-Saxon race in 250 years of ad- 

rtising. The backboneand mainstay 
of the practice is of course the news- 
paper. Often the merchant who doesn't 
idvertise has to close his doors and 
hand his effects over to creditors. Such 
in experience is a rarity for the man 

o combines the knowledge of what to 
put in stock with the knowledge of how 
to make people aware that he has for 
sale just the things they want. Judicious 
iberality is the best economy in trade, 
nd honest wares, honestly advertised 
and honestly sold, bring the dealer 
popular confidence, financial compe- 
tence and personal content.—Fred. C. 
Dayton, in the Brooklyn Citizen. 


WINDOW SIGNS IN. RETAIL 
STORES. 


With the wonderful and rapid in- 
ease in the development of the news- 
paper comes a like improvement in the 
itter of advertising. It is not many 
wears ago when a great deal of adver- 
tising, and especially of fancy notions 
grocery houses, was done entirely 

y putting up notices on pasteboard, 
ngles, etc., and stuck up in shop 
They announced ** Boneless 
lfish,” ‘* Cheese,” ‘* Kerosene Oil,” 
Butter and Eggs,” and a hundred 
er things ‘‘too numerous to men- 
n” in this column, Every time the 
rchant received a new article of 
rchandise a new sign went up. And 

y always stayed there after once be- 
put in place. Nothing short of a 

or removal caused them to cease 
iging in the windows. In the spring 
would go ‘‘ New Maple Sugar.” It 
stayed the year round. ‘‘ Fresh Shad” 
were always in season if we were to 
lieve these signs. ‘‘ Mackerel and 
Siscoes” were always on hand. People 
uld go into a stere where the win- 


ndows 
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dows were so full of signs that you 
could not see in, and ask if they had 
any sugar or flour, or whatever they 
happened to want. They placed no 
credence in the window signs. There 
are a few such places in existence now, 
but a very few, and they are growing 
beautifully less every year. 

Instead of the signs in the windows 
now tradespeople use their large win 
dows for exhibition purposes. The evo- 
lution in this line is a worthy one, but 
the one great teacher and promoter of 
legitimate advertising is the modern 
newspaper. No firm or corporation 
expects to do business and prosper in 
these days of close competition without 
advertising in the newspapers. They be- 
lieve in keeping up with the times, and 
as a result all large houses have their 
special advertising manager, 
corporations and extensive manufac 
turers keep a corps of men at work ex 
pressly on advertising matters, These 
men are continually designing new and 
attractive advertisements. Other firms 
place all their advertising matter in the 
hands of some of the big advertising 
agencies, with instructions to place a 
certain amount of reading matter in 
so much space in a given number of 
newspapers. The advertising agency 
then takes charge of the whole busi- 
ness. This is a very popular and sat 
isfactory way of advertising, as it re 
lieves the merchant of a great deal of 
correspondence and work, and perhaps 
worry, and the results of placing the 
advertisements in newspapers through 
well known agencies is a more profita- 
ble investment tothe merchant. Th 
advertising agents know all about news- 
papers, magazines, and other publica 
tions all over the country and can tell 
the merchant more about them in ten 
minutes than he could learn in years 
by experience.— /mory L. Marsters, in 
the Albany Journal. 

oo 

NEWSPAPER advertising is a study, 
a science, and an art. In the hands of 
a capable man it can be made effectual 
in almost every line of commercial bus- 
iness, but handled ignorantly is the ir- 
evitable cause of loss and general dis- 
satisfaction.— WW. W. Hallock. 

~— 

THE love of praise influences all 
mankind, and the greatest minds are 
most susceptible of it.— Cicero. 

oo 
a man can do business he should 
Benjamin Franklin, 


I arge 


Ir 
let it be known.- 
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WHAT MISTAKES TO AVOID. 


Having selected your medium, give 

careful thought to the preparation of 
your advertisement. Are you a busy 
merchant and have no time to sit down 
at your desk for an hour or two and 
arrange your ‘‘ad?” Then telephone 
to the World office or send your boy 
to the office and a young man will be 
dispatched from the advertising de- 
partment to help you prepare the 
‘copy” for the ‘‘ad.” Persons un- 
skilled in the art of ‘‘ ad.” writing 
often nmake a great mistake in crowding 
the space their matter is to occupy, 
and thus sacrifice the essence of an 
advertisement—attractiveness. The 
same undesired end is not infrequently 
reached by going to the other extreme 
of having too little matter. One oc- 
casionally sees a large blank space in a 
paper containing an announcement 
in fine type something like the fol- 
lowing : 


This space belongs to John Jones, dry 
goods dealer at 401 Nobby St. 
EE PE RE oak 
If Mr. Jones has no specialties to 
advertise, and desires merely to keep 
his name before the public, this may do 
very well. But does it pay? Do peo- 
ple care to read just this? No. They 
want to know what bargains Mr. Jones 
has to offer. They can, of course, find 
out by visiting Mr. Jones’ store and 
wasting several hours of their own and 
the clerks’ time. But do they take 
this time of their own? No. They 
read an advertisement for the informa- 
tion it contains. Mr. Jones’ ‘‘ ad.” 
may occupy a whole page, but it 
doesn’t inform anybody of anything 
except what everybody knew before. 
In the case of a professional mana 
simple card announcement is sufficient, 
as a rule. 
ee . 
JOHN SMITH, ; 
LAWYER, 
Room 57, 26 Court street. 
Rea! Estate. 


Insurance. Loans, 


This is donguibaasioe. It is infor- 
mation enough, unless Mr. Smith 
makes a specialty of cut rate insurance, 
free loans or something out of the or- 
dinary ; then he should say so, 

Of these two kinds of advertising, 
however, the latter is preferable to the 
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crowded ‘‘ad.” Business people wi 
read a short announcement or a long 
advertisement in big type. Many w 

not, as a rule, read a badly crowd 

space filled with small type. In try 
ing to ‘‘ get the worth of his money 

an advertiser often overshoots t! 

mark, 

A good plan is for the advertise: t 
put himself in the position of tl 
reader. What advertisements does the 
advertiser himself read? What on 
does he avoid reading? Is he not at 
tracted to a ‘‘ nice-built’’ announc 
ment, with just matter enough to « 
able the printer to display it properly 
If so, will not others be attracted | 
his advertisement if executed sin 
ilarly ?—Cleveland World. 


Ft mR 


SALE, 


Advertisements under this head W cents a li 


I IG_ PREMIUMS TO INCREASE PROFI1 
EMPIRE PUB. CO., 66 Duane St., Y 


USIC TYPE.—A complete outfit of mus 
typographer for sale cheap. J.HO 

10. 4 Arch St., Phila., Pa 

ie PRINTING OU TFIT FOR SALE. Cos 

e “ Sell for less than half. Ter: 

easy. THI TRBER & co. N.Y 


YOR SALE—Good | country newspaper 
prosperous bo gs town. Only pax 
in town and mak es, money. A bargain 
$700. Address KEEN BROS., Pueblo. 


ot partly or wholly printed, make-u 
using stories, miscellany, news, ads, local» 
*., as youorder. Daily, weekly or oce: estos 
s. Union Pte. Co., 15 Vandewater St., 


M' ISES TRADDLES.—For 7) cents will | 
mailed, post free, a copy of Poems a: 
Sketches by Moses Traddles—latest work « 
its kind. THE TRADDLES CO., Box 3%, Ci: 
cinnati, O. 


OUNG PEOPLE’S MONTHLY for sa 
Well known, long established. Pushi: 
experienced man with ca ve. can mal 
great success. Address “ NEW RK,’ 
INTERS’ INK. 
VOR SALE—A wellestablished Daily a: 
Weekly Paper. City of 125,000 inhabitat 
in New York State. Everything first cla 
If you mean business, address “ J 
care PRINTERS’ INK 


12.001 LETTERS and _postals + 


, Bay Shore, 


ceived since March, 189), in ' 
ply to our advertisement in leading paper 
ined yg od 1.000. Address MAHLER BRO» 
Imp'rs & Retailers, 505-5 h Av., N. Y. Cit 


OR SALE—A RARE CHANCE—Prosper 
Republican paper in Central Michig 
town of 6,000. rst-class outfit; large cir 
lation. Seapetiiar compelled to sell beca 
of failing eyesight. LOCK DRAWER ©, | 
Rapids, Mic 


VOR SALE—The entire or one-half inter 
in the leading Daily and Weekly Den 
cratic Paper of one of the most prospe! 
towns in New York State. Parties who 
unable to pay at least $2,000 in cash need 
apply to Be care PRINTERS’ INK. 


F YOU W ANT TO SELL your Newspaper 

or Job Office, a Press, or a Font of Ty 
tell the story in twenty-three words and s« 
it, with two dollars, to the office of PRIN 
ERS’ INK. If you will sell cheap enoug! 
single insertion of the announcement w 
generally secure a customer. 





PRINTERS’ 


ESTIMATES FOR ADVERTISERS. 


Editor of Printers’ Ink: 


‘| he estimates for advertising which Messrs. 
Geo. P. Rowell & Co, are now offering to 
furnish to advertisers are of the mild and 

iarmless kind, and are not such estimates as 
I had in mind when I wrote the article which 

uppeared in your last number. They are 
imply prices to be offered to publishers 
which are based on their opinion as to the ex- 
ent of re duction which can be made from the 

iblishers’ rates, relying on the good nature 

r necessities of the publishers. There is 

thing dangerous in these offers. They are 
like bread pills given to satisfy a nervous 
itient—they will do no harm if they do no 

od. Messrs. Rowell & Co. would not con- 
ractto insert the advertising at their own 
stimate. Nobody is bound by them, and 
ey can make any reduction they like from 
1¢ publishers’ rates. The advertiser, in 
ending such prices, will only lose his postage, 

d will only in rare instances get his adver- 

ements tserted, All publishers should 

Wve pric es by which they would stand firmly. 
Nearly all the publishers of first-class papers 

have such prices, and it saves thema world 

trouble. Ane stimate , in my view, is a list 

f papers carefully made out to promote the 

siness of the advertiser, in which the agent 

ill contract to insert the advertisement on 

rich he has estimated. In my opinion all 
thers are **a delusion and a snare. 

Messrs. Roweli & Co, are mistaken in think- 
g that I have, or have had, any objection to 
1eir beginning. and continuing a directory of 

wspapers; on the contrary, I am glad they 
ive done it. They have shown a great deal 
{ enterprise and deserve great credit for the 
handsome directory containing a carefully com- 
piled list of newspapers, which they have cor- 

ted from year to year. They have done 

e public good service, and deserve to reap a 

od reward from it, which I am pleased to 

irn that they have done. Forty years ago I 
published in Pettengill’s Reporter as full a 

tof newspapers asI could obtain, with all 

e obtainable information about them. In 

6, Lay Brothers, of Cincinnati and Phila- 

phia, published an extended list of news- 

ers ina book of 200 pages, giving the cir- 
ation of the most prominent ones anda 
great deal of information aboutthem. I have 
ore me a copy of that publication, While 
t is net as extensive as that first published by 
Messrs. Rowell & Co.,, it has a full list of pa- 
rs published at that time. I had a page 
ve rtiseme nt inserted in it of my advertising 
agency 
re published an advertiser’s magazine 
itaining a list of the most 'poominant 
wspapers for many years after 1863, and 

ist or newspaper directory in 1873, 1877 

d 1878, containing all the information ob- 
tainabfe about the various newspapers. 

S. M. Perrencitt. 


aa 
AN ADVANCE ALL ALONG THE LINE. 
Tue Worcester Te_ecram, /} 
Worcester, Mass., Jan, 25, 1891. { 
. P. Rowell & Co.: 


May I make a suggestion? 
nee all along the line of advertising is sure 


A great ad- 


take place within the next five years. You 
ry the most powerful agency in America, 

| greater demands will b2 made upon your 
ilities than upon all others combined. To 

te aseries of advertisements with possi- 
ties of winning the greatest success, the 
writer ought to see the men, the store, the 
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methods, the goods, and, in fact, make a 
close study, without appearing to do so, of 
the field intended to sow, cultivate and rcap. 

The suggestion is, that you announce that 
in special cases you would furnish a man, 
thoroughly competent, to look over the 
special field and put in operation the best 
system of advertising applicable to the wants 
of the particular advertiser, charging reason- 
able sum for services. 

When advertising proves its value, men pay 
money freely, I know several houses in this 
city who are paying three times as much to- 
day as the y. da three or four years ago, and 
paying the increased sum gladly. Printers’ 

NK must stem the ten thousand dollar tide 
that every writer of a fair advertisement 
thinks he can sail on, 

Grorce R. Kennepy. 
- 
WANTS, 
Advertisements under this head WD cents a line 


LIVE Weekly Washington Letter for a 
two-inch space in your peer. Ww. T. 
¢ ITZGERALD, vashington, D. ¢ 


AVE one Artist and want another, Chalk 
Process. Must execute quickly. Must be 
good on portraits. CLEVELAND WORLD. 


J ANTED—A partner r with $6,000, to buy 

half interest in newspaper and printing 

business. Absolutely safe. Pays 40 per cent. 
Box 1149, New London, Conn. 


VANVASSERS wanted to secure subscrip 

tions for Printers’ Ink. Liberal terms 

allowed. Address Publisher of PRINTERS’ 
Ink, 10 Spruce St., New York. 


M* HIG: Wanted to lease, with the 
privilege of buying, a country paper, 
well established, in some town in Michigan. 
Address “* MICHIGAN,” care PRINTERS’ INK. 
NEWSPAPER PRESSMAN, competent 
and steady, 12 years with one paper, de 
sires situation on daily using perfecting 
presses. Address “ W.,” care PRINTERS’ INK. 


N experienced, thoroughly competent 
Journalist desires editorial position on 
good daily or weekly ; unexceptionable refer- 
ences. Address R. MACK, care PRINTERS’ INK. 


ANTED—A first-class advertising so- 
licitor for a_ well-established illus 
trated weekly. Good commission and salary 
guaranteed, Give references. Address THE 
CRICKET, Scranton, Pa. 


JDITORIAL POSITION wanted on a first- 
class, rustling daily or Sunday paper. 
Applicant thoroughly ne times. and awake 
to requirements of the times. cou ane 
for particulars with LOUIS F AUM, Editor 
Saturday Pioneer and Wate a Investor, 
Aberdeen, So. Dak. 
N experienced Business Manager, who is 
now the successful manager of the lead 
ing paper in a Michigan City of 15,000 popula 
tion, and is also a good advertising solicitor, 
is open for an engagement as Business Man 
ager, or to take charge of advertising of 
new Ne yer in acity of 30,000 or over. Address 
care of PRINTERS’ INK. 


. ANTED—A man for general office work. 
ust be reliable and trustworthy, a 

good correspondent, and os to learn all 
the details of an Agricultural Implement 
business. One having had experience in this 
line preferred, but such knowledge not essen 


tial. References required. 1 “AGRI 
CULTURAL,” care of Printers’ In 


At these figures a rare op 
$5. 000.5 portunity is open to the 
right party to secure an interest in a well 
established and or) publishing busi 
ness in the lead city of the West. This 
includes two weekly newspapers, financial 
and trade journals with high standing in 
their respective circles. Investigatic 
licited, Address “ E. B.,” Box 1353 Denver, Col, 
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AN ATTRACTIVE FORM. I EVEY’S INKS are the best. New York. 
From Chicago Figaro, 4 
The Dry Goods Bulletin has assumed a GENTS’ HERALD, Phila., Pa. 15th yea: 
form hitherto unknown in trade journalism, 4% 50,000 monthly. 
with the single exception of Printers’ Inx. I RIGHT, clean and re able is the SAN 
It now appears as a thirty-six paper, size six FRANCISCO BULLET 
by eight and a half inches, printed on good rgyHe NEWS—Largest circulation in King 
paper from new type. Beyond a doubt Mr. ton, Ont. Over 2,000 daily 
Jefferson’s courage in departing from the COMPLETE Family Newspaper 
ancient and hide-bound rules of musty trade FRANCISCO CALL. Estab. 1853. 
journalism will receive the reward due it, 
soo A NTS’ names $1 to $10 per 
THE ADVERTISER SHOULD PAY FOR IT, 4% AGENTS’ HERALD, Phila, Pat 
From the Cleveland World. NJ 5 a ANCISCO WEEKLY CALL an 


" . . K TIN cover the Pacific Coast. 
Advertisers who write an advertisement just 


as they want it printed, and then make the ARGEST evening irculation in Calif 
printer reset it several times because it doesn’t nia—SAN FRANC ) BULLETIN. 
look as well in type as they thought it would, YOMPLIMENTS of ~ THE COURIER 0! 
are not very eonsiderate when they object to \/ LEANS, Harlan County, Nebraska. 
paying for the printer's time and trouble. NEW HAVEN NEWS.—Guaranteed larg 
Other advertisers who want half a hundred AN morning circ ulatio n in Connecticut 
proofs of an advertisement ought to be will- ROSPEROUS, intelligent people reac che 
ing to pay for the time consumed in taking by the SAN FRANCISCO BULLET! 
them, 
; wo. ‘Wants,” most circulation, most 
adv’s. SAN FRANC ISCO CALL leads 
> eat afin ‘ai MPVHE ADVERTISE ‘'S GUIDE patied ~ 
Richmond and Twickenham Times. by STANLEY DAY, New Market, N 
He wanted to buy hymn books for his con- IGH , ; ; ‘ ‘s 
gregation, and was told by a speculator that I 4 pers aa one, ANGI om ate 
he would take books containing, with the None better. 8. FRANCISCO CAL! 
hymns, advertisements. Onthe first Sunday JQRST-CLASS WOODCUTS at re aeons ab 
after the new books had been distributed the rates. E. SOU WEINE,210 Canal St.,N.Y.Cit) 
congregation found the mselves singing: OUISVILLE COMMERCIAL. Largest « 
Hark! the herald angels sing : I 4 culation of any Louisville Morning Dail 
Beec ham’s pills are just the thing ; 06 3 7,7428.; 2,346 W.;: cir 
Peace on earth and mercy mild, 5D. Ve dine AN FRANCISCO CALI 
I'wo for man and one for child. 


oe — 
ACCORDING TO AGREEMENT. 


DVTS. ene rgized. I Pay "$10 or 10 cts., as you 
WHERE ALBANY ADVERTISERS GET 44 decide. F.W. ROCHELLE, Princeton, \ 


POINTS. Hes ORDER Mechanical Engraving 
\ 


From the Albany Journal. Rhodes, 7 New Chambers St., N 


The writer of advertisements studies the DVERTISER AND FARMER 26,000; $2 
papers and magazines for ideas and styles, Si oN neh. 15th EACH MONTH. Bay 
Within the last few years though many pa- nore, N. Y. i 
pers for the express use of advertisers have "[PVHE GRAPHIC, Chicago—Successful, pri 
sprung into existence. The most prominent gressive, unexcelled. Most value at least 
of these is Printers’ Ink, which isavaluable COSt to advertisers, 
little publication issued by Geo, P. Rowell & MPVHEGRAPHIC,C ‘HICAGO, “ the great West 
Co., New York Many Albany merchants J ern illustrated wee kly.” G. P. EN¢ 
get a great many points from :t, and some ELHARD, Manager. . 
copy the style for their advertisements I AILY REPUBLICAN—Phoenixville, Pa 
wholly from it. ‘‘It is always in season.” Only daily, city of 9,000; proved circul 
These modern ways and things show the ton over 1,300 daily. 
evolution of advertising, and the result ob- JDQYRAMES for advertisers, pictures, print 
tained proves conclusively that newspaper et cents up, | or 10,000. W Pura | 
advertising has become a profession and is LEVIN, 37 Day St., New York 
the only reliable road to success for those who APTIST AND HERALD, Dallas, Tex 
engage in business, no matter whether it is a I 23,000 a week. In its 40th vol. Faster 
small or large concern, office, 11 Tribune Building, N. Y. 

Ary oo LD NICK—123 yearsold. A postal, wit 
SPECIAL NOTICES. your address, will bring you his histor 
— . “OLD NICK,” Panther Creek, 
idvertisements under this head, two lines or ~~ -—-- 
more, without display, Sc. a line. .~ ae oot D, Circulars, etc., distribut« 
. eames P. SUTTON, Exeter, Luz. Co., Pa 
ae N’S. Faithful work and moderate charges 
- —— ‘Corns VENYPE Measures, ‘nonpareil and agate ! 
—* GUIDE. mail to any address on receipt of th 
4 2c.stamps. Address GEO. P. ROWELL 
?( pra CENTURY. New York. , 

— J (AVHE INTER MOUNTAIN, Warsaw, Ind 
LLEN’S MILLION. semi-monthly family journal, going 
A 10,000 country homes. Yearly contract, 6 cen! 

a line per time. 


- irgosy, 114,000 w - 
N. bo pitng- TH GA ZETTE, CITIZEN, Brai: 
were —2 oo 4 tree REPORTER and East Weymout 
— LISTS—Results NEWS (Mass.), consolidated Sept. 27 
See ad. on opp. page. 
aor tMERS’ CALL, Quincy, Ill >. 


ERKIOMEN LEDGER- -Weekly publica 
tion; East Greenville, Montgomery cou! 
— AND HERALD, Dallas, Texas ty, Pa. For rates address Branch Office, 
W. Marshall St., Norristown, Pa. 





PRINTERS 


AS BAPTIST AND HERALD, Dallas, 
exas. The leading Baptist public ation 
1 the South-West. Now in its 40th volume. 
Eastern office, 11 Tribune Building, N. Y. 
YUSHMAN’S DISTRIBUTING AGENCY for 
/ Rutland Co. Circulars or papers thor 
vughly Gisteibgted. ver 1,000. Best of 
reference. R. E. , Poultney, Vt. 


DV, O00 “PROVE CIRCULATION 


EX 


) 
MONTHLY. Advertising 

00 per line, agate, one insertion. Try 

"THE METROPOLITAN, Box 3,045 N. Y. 


0 YOU WANT straightforward business 
advertisements written, in series, singly 
y the year? Write me. Ten years’ expe 
ience. ROBERT B. KING, Rochester, N. Y. 


YHE LORD & THOMAS Religious News 
paper Combination is THE medium for 
ivertisers to reac h the best buyers of the 
Lowestrate by all advertising agencies. 


PAPER DEALE _—M. Plummer & Co., 
164 William St., N. Y., sell every kind of 
paper used by printers and publishers, at low 
est prices. Full line quality of PRinTEeRs’ INK. 


S UNIVERSAL as is the horse interest, 

so the character and circulation of the 
Kk NTUCKY STOCK FARM, Lexington, Ky. 
their columns and reach all horsemen 
very where. 


( {OLUMBUS, Ohio.— THE OHIO me ig 
JOURNAL, Daily, Weekly and Sunday, 
redited with being the leading paper by all 
newspaper authorities, Daily, 12,000; Sunday, 
wu; Weekly, 22,000. 
VHE SCHOOL JOURNAL, weekly (circula 
tion 18,000), and TEACHERS’ INSTITUTE, 
mthly (circulation 47,000), reach a large 
proportion of 300,000 teachers and schocl 
ficers. Circulation proved. New York. 


VHE VOICE, published in New York City, 
is one of the 28 publications in the 
uited States that, according to a list pub 
lished by Geo. P. Rowell & Co., circulate be 
tween 100,000 and 150,000 copies each issue. 


JASHION AND FANCY, published at St. 
Louis, Mo., is one of a select list of 
wehold and fashion magazines recom 
iended to advertisers by Geo. P. Rowell & Co 
is a desirable medium in its particular field. 
JHE PRICE of the American Newspaper 
Directory is Five Dollars, and the pur 
hase of the book carries with it a paid sub 
scription to Printers’ Ink for one year. Ad 
GEO. P. ROWELL & CO., Publishers, 
No. 10 Spruce St., New York. 


TWO-LINE NOTICE in PRINTERS’ INxK, 
i under heading of Special Notices, is 
brought to the attention of over 40,000 adver 
tisersevery week for a whole year for $52; 3 
nes will cost $78; 4 lines, $104; 5 lines, 
$10; 6 lines, $156; 7 lines, $182; 8 lines, $208. 


[' YOU wish to reach readers who have 
the means to purchase, advertise in_ the 
AMERICAN MILLER, nineteenth year. Mill 
ers buy lots of things besides machinery. No 
bjectionable advertisements taken. “Write 
r rates. MITCHELL BROS, CO., Chicago, IIL. 


{)XCHANGE—Will paying, 


West. 


Ces 


iress: 


f 


exchange a 
‘4. weekly, well equipped office in a good 
vn in Northern Penna. for printing mate 
il—body and ad. type or a power press—to 
the omens equivalent to value of said 
fice. J. K. SMITH & BRO., Monroeton, Pa. 


\ ana an advertiser does business 
with our Advertising Agency to the 
a ,ount of $10, he will be allowed a discount 
icient to pay for a year’s subscription to 
P ——— 4 Address: GEO. P. ROWELL 
& CO., Newspaper Advertising Agents, No. 10 
Spruce St., New York. 


WE NEVER an advertiser does business 

with our pavers Agency to the 
amount of $50, he will be presented with a 
complimentary copy of the American News 
paper Directory: a book of 1,450 pages, price 
%. G.P. ROWELL & CO., Newepepet Adver- 
Using Agents, 10 Spruce St., Ne ork. 


2c 


INK. 
$1, O00, 00 FOR AN EDITORIAI 
NOTICE.— Every man 
who 9controls & newspaper will do well 
to read the offer printed in the issue of 
PRINTERS’ INK for February 4th. Circular 
— = gercien ulars se ro on application to 
LL & CO., Publishers, 10 
Sprus e ‘st, New York. 
PPVHE MEDICAL WORLD (Philade *Iphia) can 
show a larger circulation for each issue 
for the past three years than any other medi 
cal journal in the world. Absolute proof 
given. Noevasive answers. Our books and 
printing establishment are open to inspection 
at all times. The best medium in this country 
to reach the medical profession. 


PEVHIS PAPER does not insert any adver 
tisement as reading matter. Everything 

that does appear as reading matter is inserted 

free. The Special Notices are the nearest to 

reading matter that can be bought. The 8 

cial Notices are nearly as interesting as r 
ing matter. The cost is 3) cents a line each 
issue for two lines or more. 


MFNHE HARTFORD TIMES leads all other 
newspapers published in Connecticut in 
oint of circulation, popularsty and influence 
jand to any ponsible advertising agent, 
or send direc the TIMES, Hartford, Conn., 
$10.00 for a test of its value as an advertising 
medium. That sum will secure one-inch space 
in Daily one month. Estimates furnished. 


Noe se CONNECTICUT.—Geo. P. Row 
ell & Co. publish a list of the best or most 
widely circulated or influential newspapers 
issued at important business centers through 
out the country;—the newspaper in each 
ye that gives the advertiser the most for 
his money. On this list THE BULLETIN, 
Daily and Weekly, is named for Norwich 


fJ\HE MEDICAL BRIEF (St. Louis) has un 
questionably the largest circulation of 
any medical journal in the world. Jt shows 
its prosperity on its face. Compare its paper, 
reading matter, advertisements, etc., with 
any other medical journal of same price. We 
furnish, — request, absolute proof of an 
excess Of thirty thousand copies each issue. 


MFVHE AGE-HERALD, Birmingham, Ala., the 

only morning paper printed in the min 
eral region of Alabama. Average daily cir 
culation, 7,000; avers unday circulation, 
10,000; average weekly circulation, 25,000 
Population of Jefferson County, in which 
Birmingham is located, 100,000. For advertis 
ing rates address THE AGE-HERALD COM 
PANY, Birmingham, Alabama. 


DVERTISERS want ‘the most for their 
money. The Weymouth GAZETTE (Mass. 
gives this. Read certificate of circulation for 
vast 16 weeks: “ We hereby certify that we 
1ave printed for the Weymouth Publishing 
Company since October Ist, 186), more than 
3 copies of outsides of the Weymouth 
Gazette, making for the sixteen weeks to 
date a weekly average of 2,395 copie: s. Yours, 
New ENGLAND NEWSPAPER U NION 
\ 7 HEN such leading advertisers as Starkey 
& Palen, Hood, Ayer, Scott Bowne, 
W. L. Douglas, Beecham’s Pills, Pears’ Soan, 
J. 8S. Johnson & . .® oni, Pope Bicyclk 
Co., Hawk-Eye C Scoville & Adams, 
Anthony, P’ tymouth. ‘Roe k Pants and Oliver 
Ditson Co., patronize THE ARGOSY, an aver 
age of over $1,000 each, by the year and re 
new, is it not the best evidence of their ap 
preciation of it as an advertising medium’? 


DVERTISING MATTER, SAMPLES, Etc., 

“judiciously” distributed in Chicago 
and immediate suburbs. We don’t handle 
lottery, secret disease, or other “snide” ad 
vertising. We have been established since 
1882, and keep a corps of reliable men (boys 
not employed), Such houses as Marshall 
Field & Co., he Fair,” “The Hub,” The 
Chicago Daily News, The Chicago Herald, 
Lord & Thomas, etc., intrust their work to us. 
Why not you? Correspondence solicited. 
THE BOWYER CIRCULAR ADVERTISING 
CO., 1% Washington St., Chicago. Mention 
PRINTERS’ INK. 
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ON THE FENCE 


HAT is the state of mind some advertisers are in, who desire 

to place their contracts with the publishers direct. 
They wish that they knew the publisher’s schedule price 
for inserting their advertisement—and that they had a little 
better knowledge of what would actually be a fair price to pay to 
each paper—and the number of copies each paper prints regularly— 
and that they could get this information from some reliable source. 

WE will give them exactly what they want. 

For every person who specifies the territory he wishes to cover 
and furnishes a list of the papers that he wishes to use, we are at 
all times willing to prepare an estimate setting forth in detail the 
circulation rating of each paper, the publisher’s schedule price for 
the service required, and also a statement of our own opinion as to 
what sum would bea low price to offer to each publisher for the 
service required. We will also, if it appears to be desirable, add a 
higher price beyond which in our opinion the advertiser ought not 
to consent to pay. For preparing such an estimate we will charge 
the advertiser a fair and reasonable fee in full payment for our 
services, and he will be under no obligation to employ us further, 
but at full liberty to make any use of the estimate that to him 
seems good. He will have bought and paid for the information, 
it will have become his and he may do with it whatever he sees fit. 


Address GEO. P. ROWELL & CO., 
Newspaper Advertising Bureau, 
10 Spruce St., N. Y. 
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- IN OLDEN TIMES 





} NE of the most an- 
i" P cient modes of at- 
. ¥ tracting public pat- 
¥ “% ronage, long before the 


age of printing, was by 





means of criers. 








These medizval criers 
carried horns with which 
to fix the attention of the 
people when about to 





make a publication. 





In the present age the 

newspaper has taken the 

place of the criers and attractive adver- 
tisements that of the horns. 


To derive the best results from your 





advertising, the advertisement must, in 
some feature, be attractive. 











We undertake the preparation of ad- 





vertisements for those who desire it, 
making in all cases a suitable charge for 
labor involved. 
Geo. P. Rowett & Co., 
Newspaper Advertising Bureau, 
10 Spruce St., New York. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 
GEO. P. ROWELL & CO., Pustuisuers. 
Office: No. 10 Spruce St., New York. 


Issued every Wednesday. Subscription Price: 
Two dollars a year in advance; single copies, 
Five Cents. No back numbers. Wholesale 
price, Three Dollars a hundred. 

ADVERTISEMENTS, agate measure, 50 cents a 
line; $100 a page; one-half page, $50; one- 
fourth page, $25. Twenty-five per cent. addi- 
tional for special positions—when granted. First 
or Last Page, $200. Special Notices, Wants or 
For Sale, two lines or more, 50 cents a line. 
Advertisers are recommended to furnish new 
copy for every issue. Advertisements must 
be handed in one week before the day of pub- 
lication. 


JOHN IRVING ROMER, EDITOR. 


NEW YORK, FEBRUARY 11, 1891. 

Lists of newspapers arranged by 
States first appeared in the Advertisers’ 
Gazette in 1866, and the demand for 
those lists was so great that the pub- 
lishers were encouraged to issue com- 
plete State lists in pamphlet form, 
which sold readily for 25 cents each. 
It was from this beginning that the 
American Newspaper Directory be- 
came possible. 


IF you want a first-class dinner, and 
know about what it will cost, you 
would hardly insist upon having the 
dinner if you furnish your housekeeper 
with but a moiety of the amount ne- 
cessary to provide it. So in advertis- 
ing, when you have been told bya re- 
liable agency that your work can be 
done for so much, it is foolish to pro- 
pose that the agency shall do it for 
one-half or three-fourths of the sum 
named. You would have but little 
confidence in the agency that accepted 
such an offer. 


THE older the advertising agency 
the more valuable and desirous should 
its advice be to advertisers. Young 
and inexperienced agencies, like young 
doctors and lawyers, will serve you for 
small compensation, but the well-es- 
tablished, influential and reliable agent 
who can give his customers the benefit 
of years of experience, realizes the fact 
that his services ought to be worth a 
good price if worth having atall. Ad- 
vice in advertising is like everything 
else—it pays to get the best and most 
reliable, even though more expensive. 


PRINTERS’ INK. 


“*Knox’s hat ” advertisements twe: 
ty years ago were a feature of our cit 
dailies. They were original in co: 
struction, and advantage was taken 
daily events then transpiring to cat 
the reader’s eye. Here are some 
them: ‘‘ Although Queen Isabella h 
lost her crown, the crowns of Kno 
hats never come out,” ‘‘ Not a n 
who wore one of Knox’s hats duri 
the earthquake in San Francisco had 
shaken off ;” ‘*‘ The Grecian bend n 
do for ladies, but all gentlemen we 
Knox’s hats.” 

———— 

IT may surprise some of our reader 
to learn that previous to 1869 there w 
not and never had been in print a con 
plete list of American newspaper 
The American Newspaper Directory « 
that year was the first of its kind eve 
issued. Advertisers who now consul! 
this book so constantly will hard 
credit the statement that in 
Philadelphia advertising house pai: 
New York agency one hundred ar 
fifty dollars for a manuscript list 
newspapers published in the Souther 
States. Yet the statement is true, at 
the list was the most complete then 
existence, although it gave no _ infor 
mation aside from the name of 
paper and place of publication. 


1868 


PERIODICALLY the question of ad 
vertising by physicians comes to t 
surface. But it is usually only the wis 


dom of the policy of advertising th 


is considered. Now it seems that t 
legal right of doctors to advertise ha 
been questioned, and a test case is t 
be made in New York State. It 
claimed that under an old statute tl 
doctor who advertises will thereby f 
feit his diploma. Of course there 
no reason why newspaper advertisi! 
(paid for) should be a legal disqualifi 
tion, and there cannot be any dot 
about the outcome of the test ca 
Physicians and lawyers are not 
only professional men, however, tl 
are debarred from advertising by ol 
fogy prejudice. Several letters | 
been received since the publication 
PRINTERS’ INK of Mr. Teele’s arti 
on ‘‘Advertising by Professional Men 
approving of the sentiment therein « 
pressed. One came from a professio1 
singer, who announced his intention « 
thereafter seeking engagements throug 
legitimate cards in newspapers, inste 
of the devious ways known to the pro- 
fession. 








PRINTERS’ INK. 


SOME POSSIBILITIES IN: ADVERTISING. 


Messrs. ‘Blank & Co.: 
Dear Sirs— 


Being confined to my room, | was unable to attend your great reduction sale 














[For a Dry Goods House.] 


A Few Imported Wrappers. 


We have received a few nobby designs in imported wrappers. The ladies 
should see them. 
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YOUNG IN THE BUSINESS. 
By Chas. S. Deely. 

If writers of advertisements who 
style themselves ‘‘ shrewd,” ‘‘ keen” 
and ‘‘ clever,” and who advertise their 
business in the newspapers and maga- 
zines to attract customers, would only 
get up something that was original and 
to the point it would add very mater- 
ially to the advancement of that line of 
business. Advertising appears to be 
gaining, as the years come and go, a 
reputation and standing of more than 
commercial—in fact, it can properly be 
called a profession. It has to be 
studied, and is studied and practiced 
by many, but is excelled in by few. 


To Business Men. 


PRINTERS’ 


INK, 


I would if ‘‘ Business Men” were 
cupids or little angels flying aroun 
with wings, or if the advertisement 
was written for a baby powder. But 
all the business men that I come i: 
contact with generally wear clothing 
and are wingless 

As a kindly suggestion to this writer 
of original advertisements, would 
not have been far better to have had a 
man sitting down reading his newspa 
per, while an agent without wings 
would be shown trying to induce hin 
to advertise ? 

Like a great many of that class 
this advertising agency probably thinks 
that the advertiser doesn’t know much 
and that they are the “only origi- 


Some of our syggestions may prove valuable to you, 


You are familiar with your business. 


Advertising is ours. 


Our illustrated book, ‘ Cues,"’ will be sent on application, free. 





Experience is an expensive teacher, 
Most advertisers learn that way. 
Economist on your experience, 


Ours costs you nothing 


ADVERTISING IN LEADING PUBLICATIONS. Specia/tees - Original 


Illustrations and Reading Matter 


Catalogues and Circulars Prepcred. 


“Funny LookInG BusINEss MEN.” 


Perhaps PRINTERS’ INK is not open 
for criticism, but when I looked over 
one of our leading magazines to-day 
and read an advertisement as coming 
from an advertising agency claiming 
to be specialists in preparing original 
illustrations and reading matter, it 
makes me obliged to be critical. You 
may remember the advertisement in 
question, which reads off thusly: 
“To Business Men.” ‘Then follows 
suggestions written in a tame, copy- 
plate manner, with an illustration of a 
young woman dressed decollate fash- 
ion. She is sitting on the stump of 
a tree and pointing to a few lines 
which are being read by seven little 
cupids. You see the point? I dont! 


nal.” But when I look 
tame attempts, which fall 
and I read them often—I 
able to suppress a laugh. These ad 
vertisements—to use a common ex- 
pression—seem like ‘‘ chestnuts,” ar 
their original ideas as emanations fron 
some one who lived in Noah's Ark, or 
Rip Van Winkle like, have awakened 
from a long sleep. 

Let such people ‘‘ wake up !” 

“i ne 

IF more attention was given to the 
preliminary work, we should hear less 
about unsuccessful advertising. It was 
written in the 7Zattlr: ‘‘ The great 
skill in an advertiser is chiefly seen in 
the style which he makes use of.” 


upon suc! 
flat 


am hardly 
j 








PRINTERS’ INK. 


To Whom it May Concern. 


A WARNING. 


We wrote the American Pill Co., Spencer, lowa, 
January 4th, 1890, giving estimate on one inch, 52 
times in the papers of Kellogg’s Lists. 





By error of stenographer the figure named was 
$1.200. It should have been $4.000 net. 








As soon as this mistake was discovered ( January 
13th, 1890) we notified the American Pill Co. and 
withdrew the prige, naming instead the correct 
figure, $4,000 payments monthly in advance. 








We have evidence that the contents of our said 
letter of January 4th, 1890, have been shown to 


customers and others with the evident intention of 


conveying the impression that the American Pill Co. 
were able to or had actually contracted for the adver- 
tising in question at the price named in that letter. 


We hereby request the party or parties responsible 
for such action to. desist from its further continuance, 
and warn them that if any evidence reaches us after 
the publication of this notice of continuance of such 
injustice to us and our customers, we shall proceed 
to protect ourselves and them by due process of law. 


A. N. Kellogg Newspaper Company. 





Ja POR at 2 MN earn 


staple aD 
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AN ADVERTISER’S OBSERVATIONS. 
Tue Lincotn Hore, ¢ 
New York, Jan. 16, 1891. § 

Editor of Printers’ Ink: 

In conve rsation several days since the ques- | 
tion was raised, ‘* What is the use of an ad- 
vertisement in Printers’ Ink?” To which I 
made answer, that there is no class of persons 
who read advertisements more critically than 
those who advertise ! Every one of them isa 
consumer also, and has more money than the 
average consumer or they would not have the 
means to advertise, I judge others by myself, 
and having had a complimentary number of 
Printers’ Ink sent me by a friend, thought 
so well of it that I at once decided to make my 
preparation known to its readers by inserting 
an advertisement in its “special notice” 
column, commencing with the first oppor- 
tunity. Were I the publisher of this journal, 
I should send to each advertiser a copy of it 
at least twice in a year, as from my reasoning 
no advertiser can afford to be without it. I 
am not at present doing any advertising, but 
in the near future hope to do considerable. 
Although I have paid out many thousands of 
dollars for advertising, I find by reading Print- 
ers’ Ink that I have very much to learn in 
that art. I am satisfied that intimes gone by 
every advertiser wasted at least seventy-five 
per cent of the money expended during his 
first year’s experience, while now, if one is 
willing to study the subject up, there is very 
little reason for waste in that outlay. 

All prudent advertisers will agree that in 
advertising, as in everything else, the *‘ cheap 


is nasty.” 
N. Van BEL. 


PRINTE 


INK. 


‘Land Companies 


and individuals having land for sale, 
|may wish to advertise 
| manufac turing district, at a moderate cost 
land in a field not worked to death, will d 
well to correspond with me. 


B. L. CRANS, 10 Spruce St., 


Books: 


free. 


RS’ 


whe 
in an over-crowcd 


New York 
New Issues 


every week 
‘atalogue 
132 pages 
Not sold by Dealers ; prices 
too low. Buy of the Publisher, 
John B. Alden, 393 Pearl St., New York 


THE DAILY UNION, 


Atlantic City, New Jersey, 
Is the only daily afternoon paper at that poy 
ular Winter Resort. The t ME ES-DEMO- 
CR is the only Democratic paper ir 
Atlantic County in the English languag: 
Send for samples. J. F. HALL. 


TRADE ~ MARKS, LETTMR 
HEADS, BRANDS, EMBLEMS, 
etc., carefully de signed. ORIG 
INAL, BRIGHT and BUSINESS 
The best firms in the country 
t use my work. Correspondenc« 
solicited from those wanting 

special ability. Address 

JOHN W. BARWELL, 

Care of E. W. Blatchford & Co., Chicago, Il! 


Do You Travel ? 





+ 


© 











PIANOS, ORGANS. Bargains 
Dan’! F. Beatty, Wash’ton, N. J. 


BEATTY 
AU Aiea 
100 
PHOTOS 

1.00 





Valuable California names and ad- 
dresses ; brand new list; never used. 
Address “CHEAP,” PRINTERS’ INK. 





16 Lovely Beauties, latest, 
only lec. 59 for 25e. Thur. 
ber & Co.,Bay Shore, N. Y. 





Portraits—Made to order from 
Photos. Cheapest newspaper cuts 
made. Send for proofs. Cr RAL 
PRESS ASSOCIAT’N, Columbus, O. 


“T Wyte Adv’ s”’ renee, 


Cire ulars, Letters. “ Rates reasonably high.” 
GEO. W. ELLIOTT, Rochester, N.Y 


OO, — 
yo, CME 


50 SUBJECTS. Many delightful courses 

of eens. P nny ete., free to members. 
or terms of mem. and cir., address HOME 
CULTURE CLUB, Box 1777, fou. 


1 13.723 states 


New, ac of ae neatly gotten up. The best 


list on the market. 

5e pane of FARMERS in 
L 924, 969 York, Penn’a and 12 

Qaik States, ‘Gaeone can be used in a 

—. Very cheap. For sample shee = of 
the above and prices, address ALFRED A. 

HORN, Publisher, 6 Clinton Place, N. Y. City.- 


for oeneral 
advertisers. 








NAMES of wives ‘of yromi- 
nent citizens in 28 $ 


F SO, th@exact local railroad fares, distan 
tions between a// business towns th 
5. and Canada, with populations, A 
and number of firms engaged in the aif 
f trade in each, cannot fail te be interestir 
*‘GIBB'S ROUTE AND REFERENCI 
gives this. Specimen pages sent /ree. 


GIBB BROS. & MORAN, New York. 
| Dodd's 266 wating sree BOSLON. \ 


Send "for. Estimate: 3 


RELIABLE DEALING. ° CAREFUL SERVICE. 
for: MADE 
bt mavea 


am TOW FSTTM ATES. ~~" 
= BO advert. r 


Piette to to us about 


| sors say. few did wer ry itt 
what you have to ertise, and we will te 
how and whether NEWSPAPE 
ARE LIKELY TO PAY YOU. 


J. L. STACK & CO. 28° 


Newspaper Advertising Agents¢] 
|\ST. PAUL, MINN. 
Before fixing up your 


AUSTRALIAN. Australien. contracts f¢ r 


——— , we should like you to write to us 
an estimate. We guarantee to save ats money 
for, being on the spot, we can do advertising 
cheaper than any other firm ata distance. Al! 
papers are filed at our bureau, and every appear 
ance is checked by a system unparalleled for a 
curacy. On application we will prepare any 
scheme of advertising desired, and by returt 
mail will send our estimate. We desire it to b« 
understood that we are the Leading Advertising 
Firm in the Southern Hemisphere, Established 
over a quarter of a century. F. T. WIMBLE & 
CO.,, 369 to 373 George St., Sydney, Aust: . 





























PRINTER 


Ye R LITHOS, in 4 Illinois Central 
Railroad Suburban Waiting Rooms, = 
seen daily by 100,000 best residents of Chi 
Cost only 33hgc. each month. 

. F. DEA 


age 
B. DEAC .ON, 708 Temple ¢ Court, Chicago. 


RETAIL | 
MERCHANTS. 


1 write Spring trade circulars, announce 
ments, primers and catalogues, 

Special attention to the preparation of ad 
ertisements for newspapers and magazines. 
Original designs, illustrations and cuts of 
ll kinds furnished. 

Send for samples of my work. 

A. L. TEELE, Writer of Sdvertio- | 
ing, 55 W. 33rd St., New Yor 


CANADA = you intend at sieothien ‘in 
. 


‘anada it will be of interest to 
know that we handle more business with 
inadian newspapers than any other Agenc y 
1 existence. We control the Canadian ad 
ertising of many of the largest and shrewd 
t advertisers in the world, Pears’ Soap, 
rinstance. Our efforts are devoted to Can 
ia alone, and an intimate knowledge of — 
uliarities of the Canadian press, gainec 
many years of experience, enables us . 
ender the best possible service. We simply 
sk you to communicate with us before plac 
your orders. A. McKIM & 60. 


Largest Circulation. 


THE | 





Montreal, 


THE 


PRESS *s.'v PRESS 


Bright, Newsy, 


Enterprising. 


When found, make a note of.” 
ttle 
The right men in the right place are 


Cc. MITCHELL & CO., 


Of Lenden, England, 
(12 & 13 Red Lion Court, Fleet St., E. C.) | 
idvertising Contractors of WD years’ standing. } 
THE MANUFACTURER who travels 
uuld note the address. A half hour's chat 
bout English, Continental and Colonial ad 
rtising with a member of this firm is 
worth a whole year of correspondence. 
The Manufacturer who cannot find time to 
travel should write toC.M.C. Their exten 
ve American clientele and long acquaint 
uce with English advertising enables them 
arrive at an understanding more promptly 
in any other house in London. | 
Advertising Agent who studies his 
’ interests (and his own) should con- | 
tC. M. C. when he has orders to place any 
vertising in Great Britain. They are prac- 
reliable, energetic and economical. | 
restimonials from leading American firms, 
timates and specimen papers free on ap- 
ation. ‘The Newspaper Press Diree- 
vy.” forty-sixth annual issue, price, by 
st to the united States, We. 


Captain 


j 





S’ INK. 233 
‘It is very important that 
1 newspaper be 


well printed. 


“ 
c 


It secures more advertis- 
ing and increases 
its circulation. 


To attain this, you must 
use good ink. 


THE 


WILSON INKS 
‘are guaranteed to give 
satisfaction. They may 
be returned if not 
as represented. 


| SEND for SPECIAL PRICES and DISCOUNTS. 


W. D. Wilson Printing Ink Co., 


LIMITED, 


140 William St., New York. 


SOME 
ADVERTISING 
AGENTS 


have said that we give the lowest 
rates to be obtained on Home-Print 


Country Weeklies. 


WE THINK 
THIS MAY 
BE TRUE! 
Absolute proof that advertising 
charged for has been done is fur- 
nished each customer by showing 
one copy of each date of papers on 
our bills. 
NO PAPER SHOWN, 
NO PAY REQUIRED. 
Who offers more satisfactory proof? 


Business Office, 1127 Pine St... St. Louis. Mo. 
Branch Office, 54 Beekman 6t., New York City. 











PRINTERS’ 


'TO PUBLISHERS. 


THE $3 List: 


Bargains in Advertising 


Daily Newspapers 


D } 
Many Principal Cities and Towns. | 


| 
Advertisers may select any 50 or more 
Dailies from the list at a cost of $3 per inch, | 
a month, per paper; and the advertisement 
will be also inserted gratis in the Weeklies of | 
the Dailies, as named in the catalogue. 
A one-inch advertisement inserted one | 
month in the entire dist (including 276 Dailies 
and 250 Weeklies) costs $750. wer For three 
months, $2,250, less 10 per cent., or $2,025 net. 
The combined monthly issue of the Dailies 
is 8,546,600 copies, and of the Weeklies, 
2,072,000 copies, | 
Advertisements are forwarded the day the 
order is received, and prompt insertion is | 
guaranteed. | 
For any selection of less than 50 of the 
papers approximately low figures will be | 
given on application, 


The LIST WILL BE SENT FREE, | 

UPON APPLICATION TO | 

GEO. P. ROWELL & CoO., } 

Newspaper Advertising Bureau, 
to Spruce Sr., Me w York 


ALLEN’ 5 Ml MILLION | 


The periodicals of ALLEN’S LISTS 
reach nearly or quite one-fifth of the rural 
population of the United States regularly, 
and over one-fifth in the course of every 
year. Tens of thousands take no other paper 
at all. Hundreds of thousands take only 
their local paper in addition. The shrewd- 
est leading advertisers are uniform- 
ly found in ALLEN’S LISTs. 


THEE TEST. 


Those whose business is of such a nature 
that they can trace their returns to the 
mediums that influence them, find that 
ALLEN’S LISTS lead ali the rest. A num 
ber of proprietary medicine houses, such as 
Wells, Richardson & Co., and Scott’s Emul- 
sion, took special means of making such 
tests. The result has uniformly been large, 
continuous contracts. We court the test; it 
is a race we like to enter, especially in com- 
pany with the fastest of the gilt edged. 

Should less than one million copies be 
printed and circulated, of any month’s is- 
sues, I agree to give to each advertiser a dis- 
count in exact proportion. THIS HAS BEEN 

ANDING OFFER FOR YEARS. IT IS 
t NP ARALLELED, NO OTHER PUBLISHER 
HAVING MADE A SIMILAR OFFER. 


Forms close the 18th of each month, 
prior to the date of the periodicals. 





E. C. ALLEN, 
PROPRIETOR OF ALLEN’S LISTS, 


Augusta, - - 7 Maine. | 


INK, 


Any publisher of a Newspa- 
per who desires to educate his 
patrons on the subject of 
advertising, with a view of 
causing them to become more 
liberal advertisers, may sub- 
scribe for a limited number 
of copies of PRINTERS’ INK, 
to be sent to designated 
names, and may pay for their 
subscriptions by inserting an 
advertisement of Geo. P 
Rowell & Co’s Advertising 
Bureau, in full settlement at 
his schedule advertising rates, 
without discount or commis- 
sion. Publishers wishing to 
avail themselves of this offer 
may address PRINTERS’ INK, 
No. 10 Spruce St., New 
York, stating the number of 
subscriptions desired. 


ims a 
Au advertiser tells us he made $70 profit 
from @ a in epg that “‘down-east’ 


—January Agents’ Guide. 





PRINTERS’ 


In PRINTERS’ INK, 106), it was 


weeks the 


Jan. 14 (p. 
shown that for the preceding 13 
average issue of 


THE NATIONAL 


STOCKMAN and semanas 


PITTSBURGH, PA., WAS | 


50,371 COPIES PER WEEK. 





osting for postage an average of $89.18 per 
week. 

It has been asked, What is the location 
f this circalation ¢ 


ANSWER: 
Cash-Paid 

Subscribers. 
Ihio --22,301.... 
‘onnsylvania ...... 

ndiana.... 

vew York. 

West Virginia 

Michigan... 


Post Offices 
Reached. 
..2,361 
..1,959 

5 


State. 


These Six States 4:2 


Ill., N. J., Va., Md., Ia., N. C., Ky., Mo., Kan., 
l., Tenn., Wis. Tex., Sees” Ida. and Col. 
follow in the order named with 4,108 cash 
1id subscribers at 1,379 post offices. Other 
ibseribers of the same kind in every other 
State in the Union. Wedon’t count “ comps.” 
For rates, etc., enquire of 

Axtell, Rush & Co., Pittsburgh. | 

J. C. Bush, 22 Times Bidg., New York. 

Paul E. Derrick, 215 Dearborn St., Chicago. 


| ed, at low rates, write. 


(Copyright 1891.) 


when you will want new ideas, with or 
without attractive cuts. 

We offer our time to answer your ques- 
tiens relative to designs or advertising 


matter f any ae ss. 


IDEAS 


If engraving or electro 
typing of the best class 
in any quantity is want 


ge ideas, well il 
lustrated, or without 
illustrations, furnish 
ed to advertise any 
pine of business re gu 
larly at very low rat 


CUTS 


The Advertisers League, 


NEW YORK. 


rHEREIS A CATCH IN THIS 
MWADVERTISEMENT.Wwe 


It will pay you to be caught 


if you have an article to adver- 


tise which appeals to well-to-do householders. 


How Do We Know It Will Pay? 


Well, if you have the article 


to advertise, 


write to us about it 


nd we will tell you how we know. 


Sunday Schoo! Times, 
PHILADELPHIA. 
Presbyterian. 
Lutheran Observer. 
National Baptist. 
Christian Standard. 
Presbyterian Journal. 
Ref'd Church Messenger 
Episcopal Recorder. 
Christian Instructor. 
Christian Statesman. 
Christian Recorder. 
Lutheran. 
BALTIMORE. 
Baltimore Baptist. 
Episcopal Methodist. 





One 
Price 
Advertising 
Without Duplication 
of Circulation 
HOME BEST 


JOURNALS 14 WEEKLIES 
Every Week 
Over 260, 000 Copies 
Religious. Press 


Association 
Phila 
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1890. 


Twenty-second Annual Volume. 














Fourteen Hundred and Fifty-two 
Pages. Price, FIVE DOLLARS, 


This work is the source of information of 
Statistics of Newspapers in the United States 
and Canada. 

Advertisers, Advertising Agents, Editors, 
Politicians and the Departments of the Gov 
ernment rely upon its statements as the 
recognized authority. 

It gives a brief description of each place 
in which newspapers are published, stating 
name of county, population of place, etc., ete 

It gives the names of all Newspapers and 
other Periodicals. 

It gives the Politics, 

*haracteristics. 

It gives the Days of Issue. 

It gives the Editor’s name. 

It gives the Publisher’s name. 

It gives the Size of the Paper. 

It gives the Subscription Price. 


Religion, Class or 


by 


OF 


It gives the Date of Establishment. 

It gives the Circulation. 

It gives the Names of all Papers in each 
County, and also shows the geographical 
section of the State the County is located in. 

It also contains many valuable Tables and 
Classifications. 

Sent to any address on receipt of price, 
GEO. P. ROWELL & CO., 
PUBLISHERS, 

(Newspaper Advertising Bureau), 
10 o Spruce St., New St., New Vork, 
EWSPAPER’ 80 

RTISING7§°.F 25° 
a Contains: 
ye n Advertising fate IN NEW YORK 
es. 
ERS IN CITIES 
a. than a, a ulation 

DAILY NEWSPAPERS IN CITIES OF 
more than 20,000 population. 

THE BEST LIST OF LOCAL NEWSPAPERS, 
covering every town of over 5,000 population 
and every important county seat. 

ONE NEWSPAPER IN A STATE: the 
best one for an advertiser. 

STATE COMBINATIONS IN WHICH AD 
vertisements are inserted at half price 

A SMALL LIST TO ADVERTISE EVERY 
section of the country: a choice selection, 
made with great care, guided by long experi 
ence 

L <RGEST C IRCULATIONS. A COMPL ETE | 
List of all papers issuing regularly more than | 
25,000 copies. 

NINE BARGAINS IN ADVERTISING FOR | 
ex perimentors. 

BARGAINS IN ADVERTISING IN DAILY 
Newspapers in many cities and towns; offers 
povelins inducements to some advertisers. 

CLASS JOURNALS, AN EXTENSIVE 
List of the very best. a = | 

7,02 VILLAGE 
NEWSPAPERS— 
more than one-half 
of all the American 
Weeklies—in which 
advertisements are 
inserted for $49.5 a 
line and appear in 
the whole lot, 

Book sent to any 
address for 


THIRTY CENTS, 


|of business men, 


| are 
leach issue. 


PRINTERS’ INK. 


American Newspaper Directory’ 


OVER 300,000 READERS OF 


PRINTERS’ INK. 


For the purpose of bringing PRINv- 
ERS’ INK to the attention of all classes 
arrangements have 
been made to send sample copies at the 
rate of 20,000 a week until the follow 
ing lists have been addressed. 

In every sample copy sent there wi 
be folded a subscription blank. 

For the next three months the circu- 
lation of PRINTERS’ INK is certain t 
be more than 40,000 copies, and like 
to be less than 50,000 copies, each issuc 

The entire circulation is among 
vertisers, or people who ought to b« 
advertisers. 


ad 


Incorporated 1885. 
RAPID ADDRESSING MACHINE COMPANY, 
57, 50 & 61 Park Street. 

Trade Lists Compiled from R. G. 

0's Reference Box 

New York, ‘Jan. 16, 1891 
Messrs. G. P. Rowell & Co. 
New York City. 

GENTLEMEN— We respectfully submit to you 
the number in our trade lists as requested 
by you. 

Architects. 

hertoussaral Impiements.. 

Boiler rm 


Dun & | 


Books and Stationers.... . 
Boots and Shoes 

Car, Ship and Bridge Builders. . 
Confectioners and aune ork 
Carriage Makers . 
Crockery Dealers. 
 , ae 

Dry Goods. 

Drugs, rated K and up... 
Distillers. . 

pages rs and Contractors.. 
} 

Men’s Furnishing. . 
Hardware. 

Jewelers.. , 
Shirt Manufacturers. as 
Prom. Insurance Agents. 


Machinery.. 

Men Who Think.......... 
Tobacco and Cigars... 
Investors 

Board of Trade 


Will address your W pee rs, 20,000 


wee 


per cove = G20 per i 
| Wrap and Mail 


$3.00 
Yours truly, 

F. D. BeLKnar, 

Rapid Addressing Co., 314 Broadway, N.Y 

New York, January 16, 1891. 

not Apirenine Ce 
4 Broadway, Ne w York City. 
gentuzaen We have your favor of ever 
ate. 

Please go ahead with the work of address 
ing wrappers for us to the trade lists name: 
by you—307,517 names; to be delivered in lot 
of 2,000 each, one lot each week until the lot 
is finished ; the first lot to be — don the 
24th inst. Very ya tfully 
» P. Row ELL & ( 


Advertising rates in PRINTERS’ IN! 
50 cents a line, or $100 a page 





PRINTERS’ INK. 




















Advertising Doesn’t Pay! 
If the Advertising ends with the Advertisement, 


Ima ine yourself, “gentle reader,” to be influenced by some advertisement 
g to the extent of becoming a purchaser, If the article does not 
prove to be a success, you silently consign it to oblivion ~~ earefully avoid all 


reference 


the tramane | ADIFF DIFFICULT PROCESS MADE EAST. 


tion, in such a| 
case (with all | | 
due respect to 
you, be it said) 
“the game is 
not worth the 
candle,” to the | 


advertiser; i f ao 


however, 


we 4 


-_ ay. ALO STEAM Eao Poa 
y our hardware ‘dealer's or ‘cond for circular to t 
are pleased |: Kram ufacturers, SIDNEY NEY SHEPARD & Co. 


ee 


“| with the pur- 
chase you tell 
your friends 
about it, they 
buy, try and 
tell their 
friends who do 
likewise. 
Result—joy 





| in many house- 
holds includ- 


Motes 
the Sale | ing that of the 
¥. | advertiser. 


E HAVE PLACED the little “ad,” shown above, in a great many publi- 
cations. It has proven itself to be a good “ad” BUT, the article itself is 

a better one. It is its own best advertisement, a fact demonstrated wherever 
the poacher is introduced, You like eggs delicately cooked ? Don’t try to live 


winout ® BUFFALO STEAM EGG POACHER. 








PRINTERS’ INK. 
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A Soliloquy. 

“ Here is a paper that especially commends itself to me. Its 
character is high, it is fully abreast of the times, and being th: 
national representative of that widespread church work, Chr 
tian Endeavor, it must reach a most active, progressive peop 

“It has other good qualities which impress themselves upo 
me. 

“In looking over my advertising record, I find that no pap« 
pays me better than THE GOLDEN RULE. 

“Sixty Thousand Weekly is a large circulation, but t 
sworn statement of the publishers is a guarantee of it. 

“My contract with them expires in a week or two. I mus 
have it renewed at once, as their rates are to be increased | 
March.” 


Address THE GOLDEN RULE CO.,, 
50 Bromfield St., Boston 











PRINTERS’ INK 


D ATION 
PROP GIRY (mcrae 


The Three Important Points 


\ celebrated German physician, who had a world-wide reputation for 
s success in prolonging human life and curing the sick, was asked by his 
rother physicians, when on his death-bed, to leave behind him the great 
ret which they supposed he possessed. His answer was that he knew 
secret, but that the health and recovery of a patient depended upon 
three important points in the condition of the system Ist, head 
cool; 2nd, bowels open; 3rd, feet warm, and that his first effort with 
patient was to produce these results. 
If the great successful Advertisers of the United States, in which there 
more than in all the balance of the world combined, were asked to name 
the secret of their success in Newspaper Advertising, they would say that 
e secret consisted in observing “Three Important Points,” never to 
lost sight of in making contracts for space: 1st, PROVED CIRCULA- 
TION; 2nd, Little Advertising; 3rd, Reasonable Price—all three 
which are combined in the CHICAGO SATURDAY BLADE and 
CHICAGO LEDGER, W. D. Boyce, Publisher, Chicago, II. 
Ist, the circulation of the BLADE and LEDGER is PROVED by 
O. Receipts or in any other way the Advertiser demands 
2nd, the Advertising Space in the BLADE and LEDGER is limited 
four columns, making ‘“‘ little advertising” for a 56-column Newspaper 
3rd, the price for space in the BLADE and LEDGER of 1}¢ ct. pet 
per 1,000 copies (for next 30 days only) is not only ** reasonable,” 
t very low. 
We will PROVE an average of 300,000 copies per week for the next 
ar ON THE TWO PAPERS, and accept business for the next 30 days 


$1.00 per line, net, per insertion 





Lowest net rate in THE SATURDAY BLADE, 70c. per line per insertion 
? eS 8 * Fee eee, ee eC * 
The BLADE and LEDGER, combined, — Ss - | os 


Short Time or Annual Contracts coming in within 30 days will be 
accepted at above rate. 
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PRINTERS’ INK. 


THE PORTLAND 
Daily Oregonian 
AVERAGE CIRCULATION 17,400. 

4 + od 

THE PORTLAND 

Sunday Oregonian 
AVERAGE CIRCULATION 17,670. 


* od ad 
THE PORTLAND 


Weekly Oregonian 


AVERAGE CIRCULATION 15,000. 


od + + 

There is no single newspaper in 
the United States that has so great 
a monopoly in so large a field as 
the ‘‘ Portland Oregonian.’’ This 
is a fact which ts admitted by the 
leading authorities on journalism 
in the country 


S. C. BECKWITH, 


Sole Eastern Agent. 


6098 THE ROOCKERY,** 46 TRIBUNE BUILDING, 
CHICAGO, NEW YORK. 





PRINTERS’ INK 


This cut is a full-size representation of the Pa - ‘Weight Clock. Case nickel-plated. Clock 
weighs | 5 oz. 

This is a trusty little clock and a cae pa ver weight 

We are made several thousands of them for advertisers, with a brief advertisement on 
the dia 

Our first customer was the Spencerian Pen Co., whose card shows above, who took 1,500. 

Some advertisers have thought themselves unable to use them by reason of the small 

we upon the dial. For such we have prepared a dial, leaving off the second-hand circle 

id using small Arabic figures. See fac-simile of one below. 

Advertisement is printed in red. Dial figures black. 

We will furnish these clocks to you by the hundred, with your special dial, for $1.10 
each, or by the thousand for $1. each, net cash. 


Time to Rp, 
f 10 NEVIUS =z af 
H HAVILAND:s 
( 


\: SHADE ROLLERS 
\\ A word to the wise is 
‘\ 


‘EFEIC\ENT 


=I 
The Evening Star Publishing Co., Washington, have used three hundred and fifty, and 
dering fifty more the other day’ say: “The clocks have proved extremely popular and 
are very glad that we invested in them.” 
From the St. Jose ph Ballot, which has use -d several hundred of these clocks as premiums 


“ LIES ON ITS BACK AND RUNS, 


‘A Marvellous Piece of Mec hanism Applied to a Usefal and Ornamental 
* Purpose. 

“The handiest thing in the world,” said a busy gentleman to a Ballot plenipotentiary. 
ou know how it is, when you just can’t spare any time at all; when your desk is covered 
ith correspondence, and you are hurrying to get through for the early evening mail—to 
ive a friend drop in and sit down opposite, to chat. You don’t want to offend him by 
itting his interesting tale off. You feel sort o’ absent-minded and fidgety. You kee 
vanting to know how much time you have remaining. It is very awkward to pull out your 
vatch, close it with a snap, and, perhaps, have the visitor ask you if you want to sell it. 

Still more awkward is it to crane your neck over and glance at the big instrument with the 
ne pe. Now The Ballot paper-weight clock is, as I said, the handiest thing in the 
vorld. There it is, right under your eyes, like the ink-stand, and you can always tell just 
»w the time is passing. Itisa pretty thing to look at, anyhow, with its polished nickel 
surface and its cheerful face. It is a marvel of ingenuity and one of the most taking nov 
elties of the day. And so cheap. The man who conceived the idea is a benefactor.’ 


SETH THOMAS CLOCK Co., 


49 Maiden Lane, . New York. 
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Miscellanies. 


YE COUNTRY EDITOR, 

He is little and meek, and you'd scarcely dream 
He'd ever a word to say ; 

But you ought to hear his adjectives stream 
In a woful, wicked way, 

When copy for puffs comes in by the ream 
From patrons who do not pay. 

New Vork Herald. 


A Personal Grievance — Being left 
out of the society column.—Puck, 


A Winter Game.—Sauso: When 
rte ** play with fire’ what do they play ? 
Rodd—Poker, I fancy.— 7own Topics. 


‘The display advertisements of ready- 
made clothing houses come under the head of 
counterfit presentments.— St. Joseph News 


De Mascus—Why did he call it a 
collecion of fugitive verses? 

St. Agedore—Probably because they es- 
caped from the pen,—S¢. Joseph News. 


Magazine Editor—Heavens, what 
stuff this is of Quiller’s! He must have been 
out of his mind when he wrote it. 

Assistant—Yes, it doesn’t read just as if 
he had been in his write mind.—.5S?. Joseph 
News. 


Everything In Its Place. — ‘‘ Er— 
ohn!” said the editor of the clothing trade 
journal to his assistant. ‘ Here's an article 
on hats to go in this month. Just see that 
the heads are put in caps, will you ?"’— Smith, 
Gray & Co's Monthly. 


Mrs. Freshly—Is 
entertaining to you as 
marriage ? 

Mrs, Younger—N-n-no ; I can’t say that he 
is. George used to be one of the wittiest and 
most comical men I ever knew. 

Mrs, Freshly—And he is not so amusing 
now ? 

Mrs. Younger—He is not so original. He 
brings the comic papers home and we read 
them together now.—Chicago American, 


A Gross Imposition. —‘*‘ How do 
you get paid for your articles?" was asked of 
a so-much-per-thousand words writer, 

** By the word.” 

** Well, ain’t some words more valuable than 
others?” 

** Not a bit.”” 

** Well, that don’t seem fair. ’Pears to me 
that these all-fired long words ought to pay 
three or four times as much as the little bits of 
tellers. Leastways, seemssotome. Darned 
if I'd want to be a writer, gettin’ paid by the 
piece and makin’ no more out of a big un 
than a little un.” — 7exas Siftings. 


aged husband 
e was before your 


All in a Day’s Work.—Managing 


Editor: Is Mr. Greatmind busy ? 

Assistant — Yes, sir; leading editorial on 
tariff.’ 

“Where is Quickpen ?” 

**Working up a special.” 

**Send Lobblounger here.’ 

* He’s at the theatre.” 

“Hum! Any of the local men in?” 

“Only the down-town police reporter, He’s 
writing upa sand-bagging affair, but he'll be 
through soon.” 

“Very well. Tell him to knock together a 
column criticism on Prof. Koch's lymph treat- 
ment and send it in before ten o'clock.”—New 
York Weekly. 


RS’ INK. 

**We call the new 
tributing type 
compositor. 

** Why 1s that?” 

** Because he alters cases." 

Richly but Sparsely Attired.—] 
tor: Here, Scribbler, revise this report. 

Scribbler — How, sir? 

** You say that Miss Porkupine, the Chica. 
heiress, wore nothing but diamonds, 
opera, last evening. x“ 

** Yes, sir. 

“* May be true; but put something more 
her.”"—/ewelers’ Circular. 

DOUBLE BACK-ACTING EDITORS, 

I frequently am so lost to a sense of my ow 
dignity as to read the * funny” columns 1 
the daily papers. Those portions of th 
which are stolen trom Puck without credit, | 
always enjoy very much. Sometimes, ho 
ever, I see a paragraph which annoys me ex 
ceedingly. ere is one I found the othe 
morning : 

Johnny De Soggs—Papa, who is 
starved looking man over there ? 

Papa De Soggs—That is Col, Bacon, w 
writes those fine articles about big dinners { 
the magazines. 

Of course, I never saw a big dinner fora 
magazine, and 1 don’t suppose that’s what t! 
writer meant. In fact, I am sure it isr 
But, as Kipling says, that’ s another story 
My point ts this: that small dialogue belongs 
to a kind which can be manufactured by ma 
chinery at the rate of eleven before breakfast 
For instance : 

De Belleville—Whois that sad-looking ma 
over there ? 

Scroggins—That’s Boosy, the great Ameri- 
can comedian. 

Slathers—Who is that solitary person | se« 
so often walking alone in Riverside Park ? 

Prout—That’s Mayor Grart, the people 
choice. 

Lugges—Who is that puny individual ac 
the street ? 

Thuggs—That's Smorkey, who writes t 
articles in the Sunday newspapers abvut h 
to get strong. 

Bolus—Who is that man that 
with dyspepsia ? 

Nolus—That’s Dr. Gravy, inventor of t 
Diamond Dyspepsia Cure. 

Snooks (in the Astor Library)—Who is t 
man reading Gibbons’ ** Decline and Fall? 

Books—That’s Waterbury, who writes t! 
articles on mediwva!l Rome for the Decad 
He was born in Rome, N, Y., and bas visit: 
Paris, Ky., and New York, That's all t 
traveling he has ever done. 

Now, this kind of humor is just about 
funny as ‘*‘ Hamlet.’’ And what's worse, 
isn't true to nature. The funniest thing 
ever written are those that are studied fr 
real life, like Munkittrick’s stories of di r 
It isn't true that great American comed 
are sad, for I have heard Joe Jefferson ma 
witty speeches, and Billy Florence tell g 
stories, It isn’t true that Mayor Gr 
wanders around Riverside Drive aione. 

It isn’t true that Dr. Gravy groans wit 
dyspepsia, because he never had it, a 
doesn’t know what it’s like. If he did 
wouldn’t be fool enough to try to cure it wit 
anything but a double-barreled shot- 
And moreover, it isn’t true that puny we 
lings write the newspaper articles about ! 
to get strong, or that men who never h: 
been east of Sandy Howk write those at 
Europe, It isn’t funny, either— 7 icotrin 
Puck. 


boy who is dis 
* Circumstances,’ 


Said 


—L.2. 


is groaning 
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A PLAN OF 
ADVERTISING 


If you wish a plan of advertising prepared to cover 
an investment of 
A Hundred or Five Thousand or 
A Thousand, Fifty Thousand 
Dollars, 
Ina designated State or a designated Section, 
To be done 
In a month 
Or a year, 
We will prepare an advertisement to be used, 
Name the papers that should be used, and 
Tell the prices that should be paid. 


For this service we will make a proper and reason- 
able charge, and you will be at liberty to do the 
advertising by direct contract with the publishers, or 
through any advertising agency, or not to do it at all. 


Address 
GEO. P. ROWELL & CO., 
NEWSPAPER ADVERTISING BUREAU, 
10 Spruce St., N. Y. 


ao + ’ ‘ A 
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When once you have commenced to advertise and made your 
article known. You'll surely lose it if you employ as mediums 
inferior papers or those whose circulation and character aré 
doubtful. Sterling worth, enterprise and integrity always make 


a paper’s influence. 


T Seattle Post-Intelligencer 





(Daily 10,000, Sunday 11,000, Weekly 10,000) 


Holds a high place among the standard papers of the great 


West. WHY? Because it is run by brains, on broad busi 


ness principles. Its energetic, forceful character is a reflex o! 
the people among whom it circulates. It is bright and pri 

gressive. So are they. Hard sense and solid capital are its 
foundations, and these attributes also characterize the bulk ot 
the people among whom it goes. If you have anything go 

to advertise here is your field for profit. If it isn’t good, don’t 
waste your money telling about it in print, for Westerners are 


not fools. 


A. FRANK RICHARDSON, 
Special Eastern Agent, 
13, 14 & 15 TRIBUNE BUILDING, 317 CHAMBER OF COMMERCE, 
NEW YORK. CHICAGO. 








